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Umo dos moneiroB de olhor o of\c\o de produzlr 
Iniormogoes soc\o\b, economicos e ferrlfonols e como orte de 
descrever o mundo. Esfofisficos e mopos transportam os fenomenos 
do reolidode poro escolos opropriodos d perspeotivo de nosso visdo 
humono e nos permitem pensor e ogir d distdnoio. construindo 
ovenidos de mdo duplo quejuntom o mundo e suos Imogens. Moior o 
poder de sintese dessos representogdes, combinondo. com precisdo, 
elementos disperses e heterogeneos do ootidiono, moior o nosso 
conheoimento e o nosso copooidode de compreender e tronsformor o 
reolidode. 

Visto como orte. o oficio de produzir essos informogdes 
reflete o culture de um Pois e de suo epoco, como esso culture ve o 
mundo e o torno visivel, redefinindo o que ve e o que hd poro se ver. 

No cendrio de continue inovogdo tecnoldgico e mudongo 
de cultures do sociedode contempordneo, os novas tecnologios de 
informogdo - reunindo computodores, telecomunicogdes e redes de 
informogdo - ocelerom oquele movimento de mobilizogdo do mundo 
reel. Aumento o velocidode do ocumulogdo de informogdo e sdo 
ompliodos seus requisites de otuoiizogdo, formate - mois flexivel, 
personolizodo e interotivo - e, principolmente. de ocessibilidode. A 
piotoformo digitol vem se consolidondo como o meio mois simples, 
boroto e poderoso poro trotor o informogdo, tornondo possiveis 
novos produtos e servigos e conquistondo novos usudrios. 

Acreditomos ser o ombiente de converso e controversio 
e de troco entre os diferentes disciplinos, nos mesos redondos e 
sessdes temdticos dos Conferencios Nocionois de (3eogrofia, 
Cortogrofio e Estotistico e do Simpdsio de Inovogdes, oquele que 
melhor ensejo o oprimoromento do consenso sobre os fenomenos o 
serem mensurodos poro retrotor o sociedode, o economio e o 
Territdrio nocionol e sobre os prioridodes e formotos dos informogdes 
necessdrios poro o fortolecimento do cidodonio, o definigdo de 
politicos publicos e o gestdo politico - odministrotivo do Pois, e pare 
crier umo sociedode mois Juste. 



Simon Schwortzmon 
Coordenodor (Serol do ENCONTRO 




Promogao 



Fundagao Instituto Brasileiro de Geografia e Estatistica 

IBGE 

Fundagao Instituto Brasileiro de Geografia e Estatistica 

IBGE 

Associagao Brasileira de Estudos Populacionais 

ABEP 
Co-Promogao 
Associagao Brasileira de Estatistica 

ABE 

Associagao Brasileira de Estudos do Trabalho 

ABET 

Associagao Brasileira de P6s-graduagao em Saude Coletiva 

ABRASCO 

Associagao Nacional de Centres de Pos-graduagao em Economia 

ANPEC 

Associagao Nacional de Pos-graduagao e Pesquisa em Ciencias 

Socials 

ANPOCS 

Associagao Nacional de Pos-graduagao e Pesquisa em Geografia 

ANPEGE 

Associagao Nacional de Pos-graduagao e Pesquisa em 

Planejamento Urbano e Regional 

ANPUR 

Sociedade Brasileira de Cartografia 

SBC 

Apoio 

Federagao das Industrias do Estado do Rio de Janeiro 

FIR JAN 

Academia Brasileira de Letras 

ABL 

Conselho Nacional de Pesquisas 

CNPq 

Financiadora de Estudos n Projotos 

FINEP 

Movi:;lu (jcMicia Hoje 



Institutes Regionais Associados 



Companhia do Desenvolvimento do Planalto Central 
CODEPLAN (DF) 

Empresa Metropolitana de Planejamento da Grande Sao Paulo S/A 
EMPLASA (SP) 

Empresa Municipal de Informatica e Planejamento S/A 
IPLANRIO (RJ) 

Fundagao Centro de Informagoes e Dados do Rio de Janeiro 
CIDE (RJ) 

Fundagao de Economia e Estatistica 
FEE (RS) 

Fundagao de Planejamento Metropolitano e Regional 
METROPLAN (RS) 

Fundagao Instituto de Planejamento do Ceara 
IPLANCE (CE) 

Fundagao Joao Pinheiro 
FJP (MG) 

Fundagao Joaquim Nabuco 
FUNDAJ (PE) 

Fundagao Sistema Estadual de Analise de Dados 
SEADE (SP) 

Instituto Ambiental do Parana 
lAP (PR) 

Instituto de Geociencias Aplicadas 
IGA (MG) 

Instituto de Pesquisas Economicas, Administrativas e Contabeis 
IPEAD (MG) 

Instituto do Desenvolvimento Economico Social do Para 
IDESP (PA) 

Instituto Geografico e Cartografico 
IGC (SP) 

Instituto de Apoio a Pesquisa e ao Desenvolvimento “Jones dos 
Santos Neves” 

IJSN (ES) 

Instituto Paranaense de Desenvolvimento Economico e Social 
IPARDES (PR) 

Processamento de Dados do Municipio de Belo Horizonte S/A 
PRODABEL (MG) 

Superintendencia de Estudos Economicos e Sociais da Bahia 
SEI (BA) 
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Organiza^ao 



Coordenagao Geral 

Simon Schwartzman 



Confege 

Cesar Ajara (IBGE) 

Denizar Blitzkow (USP) 

Jorge Marques (UFRJ) 

Lia Osorio Machado (UFRJ) 
Mauro Pereira de Mello (IBGE) 
Speridiao Faissol (UERJ) 
Trento Natali Filho (IBGE) 



Comissdes de Programa 
Contest 

Jose A. M. de Carvalho (UFMG) 
Jose Marcio Camargo (PUC) 
Lenildo Fernandes Silva (IBGE) 
Teresa Cristina N. Araujo (IBGE) 
Vilmar Faria (CEBRAP) 
Wilton Bussab (FGV) 



Comissao Organizadora 



Secretaria Executiva - Luisa Maria La Croix 
Secretaria Geral - Luciana Kanham 
Confege, Contest e Simposio de Inovagoes 

Anna Lucia Barreto de Freitas, Evangelina X.G. de Oliveira, 
Jaime Franklin Vidal Araujo, Lilibeth Cardozo R. Ferreira e 

Maria Leticia Duarte Warner 
Jornada de Cursos - Carmen Feijo 
Finangas - Marise Maria Ferreira 
Comunicagao Social - Micheline Christophe e Carlos Vieira 
Programagao Visual - Aldo Victoria Filho e 
Luiz Gonzaga C. dos Santos 
Infra-Estrutura - Maria Helena Neves Pereira de Souza 
Atendimento aos Participantes - Cristina Lins 

Apoio 

Andrea de Carvalho F. Rodrigues, Carlos Alberto dos Santos, 
Delfim Teixeira, Evilmerodac D. da Silva, Gilberto Scheid, 
Hector O. Pravaz, Ivan P. Jordao Junior, 
Jose Augusto dos Santos, Julio da Silva, Katia V. Cavalcanti, Lecy Delfim, 

Maria Helena de M. Castro, Regina T. Fonseca, 
Rita de Cassia Ataualpa Silva o T.air.;i Sawc/uk 
Registramos ainda a colaborapao de tecnicos d.is 
areas do IBGE, com seu trabalho. culicas e MKim.irH-. p.it.i a 
consolidag.io do pin|elo do I NOON I HO. 
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CENSUS OF THE YEAR 2000: 

A PORTRAIT OF THE UNITED STATES 
AS IT ENTERS THE NEXT MILLENNIUM 



A Paper Presented at 

The Brazilian National Symposium of Producers and 
Users of Social, Economic, and Territorial Information 



Rio de Janeiro, Brazil 
May 27 - 31, 1996 



Robert W. Marx 

Associate Director for Decennial Census 
Bureau of the Census 
United States Department of Commerce 
Washington, DC 20233-0170 



Voice: 301-457-2131 
FAX: 301-457-1902 
Internet: rmarx@census.gov 



THE 2000 DECENNIAL CENSUS PLAN 
‘'Faster, less costly, and more accurate. " 



From apportioning the Congress to providing the data used by communities, 
businesses, and Americans everywhere, the decennial census is the 
cornerstone of our knowledge about our nation^ The 2000 decennial census 
plan is a direct outgrowth of widespread dissatisfaction with the 1990 
census — which cost too much and accomplished too little. 



Objectives 

The overarching goal of the 2000 decennial is to be faster, less costly, 
and more accurate. But the census must be widely understood and 
supported if it is to be credible and if it is to improve. The following 
objectives, therefore, are jundamental to our efforts: 

• To make every effort — from simpler, user-friendly forms design to 
the design of field operations — to count every household 

• To implement an open process that diverse groups and interests can 
understand and support 

• To eliminate the "differential undercount" of racial and ethnic 



• To produce a "one number Cerrsus” that is right the first time and 
that unites us as Americans rather than dividing us as litigants 



Strategies 

Our plans for the census are built around four fundamental strategies 
for change. 



• Strategy One: Build Partnership at Every Stage of the Process 

The Census Bureau can't do everything alone: We need to find 
partners to help us accomplish our objectives. We need to think in 



terms of every activity being done by a "best in class" provider. This 
means: 

— Partnership with state , local , and tribal governments and 
community groups. These groups know their local conditions 
and ciroimstances better than the Census Bureau ever will. 

They can help us correct our maps and address lists, tell us 
where to put our forms so that people will find them, and alert 
us to other local problems. In contrast with past decennials, we 
will share our .address lists and other local information with 
these governments, and get their input, early and often. 

— Partnership with the US. Post Office. In the past, we've spent too 
much time and money developing address lists that the Post 
Office already has assembled. This time, we’ll use the Post Office 
list and avoid the costs of duplication. 

— Partnership through privatization. The Census can’t be "world 
class" in every stage of a process that we manage once every ten 
years. It nee^ to outsource some aspects of the process. Some 
examples are: 

• Facilities Management: use data processing companies to 
manage the facilities where forms are translated into 
digital files. 

• Advertising and Promotion: use private "companies to ‘ 
manage our efforts to promote the Census more visibly 
and effectively. 

• Human Resources: use private "temporary" and 
"manpower" firms to hire and train three himdred 
thousand-plus temporary workers. 



• Strategy Two: Keep It Simple 

The simpler and easier the decennial is, the more accurate and cheaper 
it will be. For example: 

— User-friendly forms. More powerful computers allow us to use 
forms that are easier to read and fill out. Moreover, in a world 
in which everybody is deluged with "junk mail," we must make 
the census form easy to read, pleasing to look at, and simple to 
fill out. Private designers are already working with us to 
implement new, "user-friendly" designs that respect the 




respondent and that allow people to understand why they're 
being asked for information. 

— Multiple contacts. The direct marketing industry has learned 
that repeated contacts and reminders pay big dividends. So for 
Census 2000, the first contact with ea(^ housing unit will be a 
letter that alerts the recipient to the census and its benefits. A few 
days later, the cer\sus form vsdll arrive, followed in a few days by 
a post card thanking those who have participated and 
encouraging all others to do so. Finally, we'll send another user- 
friendly questionnaire to most addresses we haven't heard from, 
with a final message encouraging people to respond. 

— More ways to respond. In 1990, you had to find your form in the 
mail. In 2000, the form will find you — we'll put our forms at 
stores and malls, in civic or community centers, in schools, and 
other places where people go. And we'll have a well-publicized 
800-number and Internet address that you can use if ^at's 
convenient. 



• Strategy Three: Use Technology Intelligently 

In 2000, the decennial census will finally enter the Information Age. 

— Digital "capture” of forms. The 1990 census was microfilmed 
and keypimched. In 2000, we will scan the forms directly into 
computers that use "optical character recognition" — software 
that reads handwriting — to go directly from completed forms to 
computer files ready for tabulation. 

— "Matching" software. Sophisticated software allows us to spot 
duplications — for example, a husband returns a form in the mail 
while a wife fills one out over the phone at work. This ability 
will allow us to let the form find you — rather than making you 
find the form. 

— "Point and click" data tabulation. People who want data will be 
able to get it instantly from the decennial data set. "Point and 
click" computing will allow them to pick the specific 
information they, want, instead of thumbing through thick 
books that may or may not have what they're looking for. 




Strategy Four: Use Statistical Methods 






Sampling and statistical estimation are already an integral part of every 
Census process: the "long form," once received by every household, is 
now a one-in-.six sample. Even in the decennial census, field 
enumerators who couldn't find a household commonly used such 
"estimation" techniques as interviewing neighbors or taking the 
average of neighboring houses for the answers to some questions. The 
question isn’t whether or not to supplement field interviews with 
estimation — we already do that — ^but rather how to do so cheaply and 
accurately. Statisticians agree that incorporating widely-accepted 
scientific statistical methods into the decennial will produce a better 
estimate at less cost. 

Respondents who need to be reminded to complete mail-in census 
forms cost six times those who do not. Using field staff to find missing 
respondents raises the cost to as much as eighteen times those of 
people who respond by mail. And they still often end up guessing the 
right answer if the respondent can’t be found. 

— Tnus, after reaching a target of 90 percent response in each and 
every census district, we will draw a one-in-ten sample of 
nonrespondents and use it as a basis for completing the count. 
This will ensure that the census is built aroimd a solid core of 
field results, while reducing the cost and improving the accuracy 
of the data on the final increment of the population. 

— We'll also take a sample of the population — about one-half 
percent of the total population — and work them hard to get 
accurate results, then use them as a basis for checking all our 
results: the results from the mail-in, from the personal visits to 
housing units, and the visits to the sample of unresponsive 
housing units.. This quality control procedure will lead to a 
"one-number census" and eliminate the need for subsequent 
"adjustment" of the decennial count. 

We are on solid Constitutional grounds. Our proposal will withstand 
all legal challenges. But we are hesitant to sample a larger share of the 
population because it changes the political and social nature of the 
census. Guaranteeing that we’ll reach a target of 90 percent of every 
census district using traditional census-taking methods preserves the 
census’ traditional character. 




